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THE CUSTOMER JOURNEY MEDIATES THE ROLE OF THE 4C 

MARKETING MIX 4.0 ON CUSTOMER LOYALTY WITH USER 

INTERFACE AS A MODERATOR  

(A Study on Users of The Online Travel Agent Service Traveloka in Bekasi 

Regency) 

 
Adam Ariansyah Pirdaus1 

Surya Bintarti2 

 
ABSTRACT 

The advancement of digitalization, particularly in the online travel agent (OTA) 

industry, increasingly influences consumer behavior, prompting the focus of this 

study on Traveloka, a leading OTA in Indonesia. The COVID-19 pandemic has 

significantly accelerated the use of online services. In this context, Customer 

Loyalty becomes a crucial factor for company success. This study aims to analyze 

how Customer Journey mediates the impact of four elements of the 4C Marketing 

Mix 4.0—Co-creation, Currency, Communal Activation, and Conversation—on 

Traveloka's customer loyalty and to explore the role of User Interface as a 

moderator in this relationship. Data were collected from 111 Traveloka users in 

Bekasi Regency and analyzed using Structural Equation Model (SEM) with Partial 

Least Square (PLS) method, allowing for a deep analysis of complex variable 

relationships. The findings indicate that Co-creation and Currency positively affect 

customer loyalty, although Co-creation’s impact is relatively weak. Communal 

Activation has a limited positive impact, while Conversation shows a strong 

influence on customer loyalty, highlighting the importance of effective interaction 

between the company and customers. However, Customer Journey as a mediator 

has a low impact on customer loyalty. Additionally, the role of User Interface as a 

moderator paradoxically turns the positive effect of Customer Journey into a 

negative one regarding customer loyalty, suggesting complexities that need 

attention in marketing strategies. These findings provide valuable insights for OTA 

managers in developing more effective strategies focusing on key elements like 

Conversation and Currency and underscore the need for careful management of 

Customer Journey and User Interface to optimize customer loyalty amidst 

increasing industry competition. 

 

Keyword : 4C Marketing Mix 4.0; Customer Loyalty, Customer Journey; User 

Interface; Traveloka 
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CUSTOMER JOURNEY MEMEDIASI PERANAN 4C MARKETING MIX 

4.0 TERHADAP CUSTOMER LOYALTY DENGAN MODERASI USER 

INTERFACE 

(Studi Pada Pengguna Layanan Online Travel Agent Traveloka Di 

Kabupaten Bekasi) 

 

Adam Ariansyah Pirdaus1 

Surya Bintarti2 

 

ABSTRAK 

Perkembangan digitalisasi, terutama dalam industri online travel agent (OTA), 

semakin memengaruhi perilaku konsumen, sehingga penulis berfokus pada 

Traveloka sebagai OTA terkemuka di Indonesia, di mana pandemi COVID-19 telah 

mempercepat penggunaan layanan online secara signifikan. Dalam konteks ini, 

Customer Loyalty menjadi faktor krusial bagi kesuksesan perusahaan. Penelitian 

ini bertujuan untuk menganalisis bagaimana Customer Journey memediasi 

pengaruh empat elemen 4C Marketing Mix 4.0 Co-creation, Currency, Communal 

Activation, dan Conversation terhadap loyalitas pelanggan Traveloka, serta 

mengeksplorasi peran User Interface sebagai moderator dalam hubungan tersebut. 

Data dikumpulkan dari 111 pengguna Traveloka di Kabupaten Bekasi dan dianalisis 

menggunakan Structural Equation Model (SEM) dengan metode Partial Least 

Square (PLS), yang memungkinkan analisis mendalam terhadap hubungan 

variabel-variabel yang kompleks. Hasil penelitian menunjukkan bahwa Co-creation 

dan Currency memberikan dampak positif terhadap loyalitas pelanggan, meskipun 

dampak Co-creation tergolong lemah. Communal Activation memberikan dampak 

positif yang terbatas, sedangkan Conversation menunjukkan pengaruh yang kuat 

terhadap loyalitas pelanggan, menekankan pentingnya interaksi yang efektif antara 

perusahaan dan pelanggan. Namun, Customer Journey sebagai mediator hanya 

memiliki pengaruh rendah terhadap loyalitas pelanggan. Sementara itu, peran User 

Interface sebagai moderator justru mengubah efek positif Customer Journey 

menjadi negatif terhadap loyalitas pelanggan, mengindikasikan adanya 

kompleksitas yang perlu diperhatikan dalam strategi pemasaran. Temuan ini 

memberikan wawasan berharga bagi pengelola OTA dalam mengembangkan 

strategi yang lebih efektif dengan fokus pada elemen-elemen kunci seperti 

Conversation dan Currency, serta menunjukkan perlunya kehati-hatian dalam 

mengelola Customer Journey dan User Interface untuk mengoptimalkan loyalitas 

pelanggan di tengah persaingan industri yang semakin ketat. 

 

Kata Kunci : 4C Marketing Mix 4.0; Customer Loyalty, Customer Journey; User 

Interface; Traveloka. 
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